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Product Positioning

Perception in the Customer’s Mind




Product Positioning

~ % Well Recognized -

~ + Name, Reputation, and Function
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@ Price

# Durability

# Quality

# Convenience
4% Features

4 Benefits

# Brand/Company




Product Salesperson

Company
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Competitive Analysis

Comparing your Product, Services and Company




- Product Positioning Options

| % Selling Products during the Product Life Cycle
L » Pricing Strategies

# Value Added Strategies




Product Life Cycle

New/Emerging Products

- Desire

- New Markets

- New Expectations
- Change Ways |

VS.

Mature/Established Products

- Brand Superiority
- Company Superiority
- Unique Features

- Existing Customers/Customer Service

Product Life Cycle Curve
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Price Strategy

e Quantity Discount
e Seasonal Discount
e Promotional Allowance

e Irade or Functional Discount

Consequences of Low Price Tactics
e Quality Perception
e Lack of Service

e Service and Brand

In Store or Online Tactics m—gg"ﬁiﬁ;’fm

e Thursday - Saturday in Stores and at Target.co




Value Added Strategy




More Knowledgable Staff

Increase Customer Service

Dependable Arrangements

Service after the Sale

Product Configuration

Product Differentiation







# Product Category # Functions/Benefits are

: the same as all others




Minimal Expectations

Sales - Only if expectations are met, limite

d loyalty
opportunities to keep the customer




# Offer more than expected

# Builds Loyalty

4@ Customer Service




# Built from Relationships
4 Discovered with Customers

# What could be?




